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Contemporary scholars are familiar with “visual culture” which has been 
concerned since 70s of 20 century. Specialists in many fields such as philosophy, 
sociology, communication and literature get interested in this concept. Scholars make 
plenty of academic researches on relevant subjects, like visual culture, its impact on 
literature culture and communication, and make a great achievement. 
Visual is well-known as “see”. So to speaking, visual culture is a culture pattern 
of “see”. However, what is advertising? What is the culture pattern of advertising? 
Obviously, most of advertisements are “cultures of seeing” which deliver messages 
through visual symbols. That is to say, advertising culture is not only a great part of 
social culture, but also a great part of visual culture. In today’s new era, which is 
called the era of visual culture communication, how is the new pattern of advertising 
culture going to be? And how will it get influenced? All of these need us to pay 
attention to. Some scholars have made some conclusions. Some said that with the 
coming of visual culture communication era, our native advertising culture, even our 
social culture will be punched by foreign culture. It’s a game between both kinds of 
cultures. Some said, the game is only a start, and the final outcome will be an 
international merge of different advertising cultures or even social cultures. Some 
others criticized that coming of visual culture era is a destruction to existed culture 
system and communication pattern. 
Visual culture communication is not only a new type of “communication rule”, 
but also a new type of “culture order”.Obviously, “visual culture communication” 
takes us to a brand new communication era, visual culture communication era. Past 
communication patterns or even past audiences will be changed. Now, all of the 
cultures have to face it. They will come into an out-of-order and fragmented situation, 
and then reformatted. After that, a new pattern of advertising culture will be coming 
up.There will be no games, merges and criticism. All cultures, no matter civilized or 
uncivilized, well-developed or undeveloped, local or international, will get into a 
fresh start, enjoying the same communication standard. Although the out-of-order and 















This thesis focused on visual and advertising culture, making a deep analysis on 
its coming changes through a series of case studies. Furthermore,  this thesis makes 
an explorative research on the developping trend of visual culture communication and 
advertising culture. 
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第二节  文献综述 
本文的研究主要集中在广告文化，视觉文化传播时代，以及二者之间的交融、
发展等三个方面。广告文化研究在我国已经有了较长的时间，相关理论已经较为
成熟。视觉文化这个概念 早起源于西方上个世纪 70 年代，近年来在国内外学
术界都备受关注，但在我国的研究历程只有 10 年的时间，这方面的理论相对较




















早在 20 世纪 30 年代，德国哲学家马丁·海德格尔就看到了视觉文化发展的
大趋势。他认为，视觉文化不依赖图像，而是依赖对存在的图像化或视觉化这一




















学开设了视觉文化学士学位课程，这是 早的也是 1993 年之前唯一冠名为“视
觉文化”的学位。到了 1995 年法尔茅斯艺术学院、西北大学、哈佛大学等院校
陆续开展这方面的研究。 
20 世纪 90 年代前半叶，视觉图像文化研究开始新一轮发动，如布莱森、米
歇尔·安·霍里与基斯·马克赛合编的《视觉理论：绘画与阐释》（1991）、《视





























     上世纪末期到本世纪初期，“视觉文化”被引入我国学界。2000 年复旦大学
孟建教授首次提出“视觉文化传播”的概念；2002 年 6 月，复旦大学成立了我
国第一个以“视觉文化”冠名的研究机构——复旦大学视觉文化研究中心。2004































    目前，在国内看到的这方面的书籍也逐渐多了起来，仅视觉文化来说就涉及
到哲学、艺术、美学等各个方面，视觉文化传播与广告学相交的研究则主要表现
在广告批判层面。 具代表性的是张殿元：2007 年 8 月复旦大学出版社的《广
告视觉文化批判》。张殿元认为现代传播媒介加快了社会文本化的进程，社会实
体被完全遮蔽，只有透过对文本世界的解读才有可能真正了解这个世界。而在各






















































     国内关于视觉文化传播基本理论研究的代表学者，主要是两位，分别是复旦
大学的孟建教授和南京大学周宪教授。孟建的《图像时代--视觉文化传播的理论
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